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Purpose:  
– This research is part of Chicago Access Corporation’s  

(CAN TV’s) 2010-11 community needs assessment as part of the 
cable refranchising process in Chicago.  

 
 
 
 

Methodology: 
– Sample size or n=400 
– Interviews conducted September 23 - October 2, 2010 by telephone 

with randomly selected cable subscribers in the City of Chicago. 
– The margin of sampling error is approximately 4.9% at the 95% 

level of confidence. 
– Sample demographics: 50% male and 50% female, 35% Anglo, 

34% African American, 19% Hispanic and 12% other. 
 
 
 
 
 

 
This report is compiled from a survey conducted by Group W Communications, LLC, a survey 

research and communications company, in consultation with The Buske Group. 
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SUMMARY OF MAJOR FINDINGS 

2010 Cable Subscriber Study 
 

 
 

• CAN TV is watched by one in two cable viewers in Chicago. 
 

• 74% of Chicagoans see CAN TV as valuable to the community. 
 

• 64% of Chicagoans see CAN TV as valuable to them personally. 
 

• Two-thirds of cable subscribers think it is “Very Important” that 
local community issues be available via local television channels. 
 

• Close to 80% of cable subscribers say it is important that Chicago 
residents have access to a local facility where they can get low-cost 
video training, equipment and assistance producing programs. 
 

• 74% of Chicagoans say its important to them and the community that 
Chicago residents and groups can use CAN TV to: 
 

� Assist people who need jobs and training 
� Speak directly with health care experts and government officials 
� Discuss issues that affect the local community 
� Create programs without interference from government or 

commercial interests. 
 

• Cable subscribers say that at least $4 of their monthly cable bill 
should be applied to local programming, while less than $2 should 
pay for commercial channels like ESPN or Fox News. 
 

• Over 85% of cable subscribers rate as important that community 
channels have the same technical advancements as commercial 
channels and be easy to find and use. 
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